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With the tremendous revolution of the world economy and improvement of the 
entrepreneurs’ survival and development environment, the modernization of the 
management has been emphasized and the operation as well as organizational 
structure has been adjusted continuously to the great change of the outside trend of 
economy integration and demand calling for the consistent aim of shareholder and 
such other stakeholders as managers. All the changes has been put forward a brand 
new challenge for the managerial accounting theory and practice. When the agency 
problem comes out, the demand for maximizing value as the consistent goal outside 
and inside the company is clearer, while the need for adopting Value Based 
Management through the entire management process becomes urgent.  
Value Based Management (VBM) has received the appraisal from many scholars 
whose research field concerning financial management, managerial accounting, 
strategy and organization, it is been recognized as a new and complete structure 
consisting the research fruit of managerial science. What makes it totally different 
from the previous managerial accounting theory is that VBM emphasizes the core 
place of value in the company management as well as the goal of improvement of 
entire value of the firm. This theory highly unifies the market value outside and 
economic value inside. 
This essay reviews the relating theory at first, including the definition, the 
characteristics and the previous research of VBM, and then puts forward the VBM 
managerial cycle with distinctive characteristics of e-commerce firm, and emphasizes 
the core place of value driver in the cycle. In the chapter four, the essay taking 
Dangdang (a publicly listed company in NASDAQ) as example, starts from the 
strategic choice, analyzing the industry attractiveness and competitive strategy of 
Dangdang , clarifying the main barrier of frequent price competition, low profit 
margin and unclear brand identification, and then draws a picture of value driver in 
the value base management of e-commerce firm Dangdang . In chapter five, the essay 















financial part, the essay discusses several key drivers including effectiveness of order, 
operational income and so on in the terms of traffic states, cash flow and capital cost; 
While the non-financial part is divided into two sections which are innovation and 
customers, the writer deeply illustrates the value start of network traffic, such value 
source as technological innovation and commercial pattern, and the way to position 
the brand and elevate the customer loyalty. 
The innovations of this essay are as follows: on the basis of previous theory, 
analyzing the current situation of e-commerce industry, constructing a managerial 
cycle with value driver throughout. Taking Dangdang as the case, elaborate the 
detailed value driver, and its drive power to the goal of maximizing value. Drawing 
the conclusion that only managing the value driver from strategic choice and 
operational process, the effectiveness of entire VBM structure could be guaranteed so 
as to reach the consistent goal.  
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